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THE IMPACT OF STORE IMAGE, STORE ATMOSPHERICS,
AND STORE THEATRICS ONPURCHASE INTENTIONAT




We already know that retail development in Indonesia is very
rapid. With a burgeoning retail development, making retail business owners
must be able to anticipate the competition.Research conducted aimed to
determine the effect of store image, store atmospherics and store theatrics
on purchase intention at The Body Shop Galaxy Mall Surabaya.
This study uses multiple linear regression method. Sampling
technique in this study using purposive sampling. This study used a sample
of 100 respondents. Characteristics of the sample to know and
understand've been on The Body Shop Galaxy Mall Surabaya.The results
showed that store image positive effect on purchase intention. Store
atmospherics positive effect on purchase intention. Store Theatrics positive
effect on purchase intention.
Keyword:store image, store atmospherics, store theatrics, purchase
intention, The Body Shop
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Telah kita ketahui bahwa perkembangan ritel di Indonesia sangat
pesat. Dengan perkembangan ritel yang semakin menjamur, membuat
pemilik bisnis ritel harus mampu mengantisipasi persaingan yang
ada.Penelitian yang dilakukan bertujuan untuk mengetahui pengaruh store
image,store atmospherics dan store theatrics terhadap purchase intention
pada The Body Shop Galaxy Mall Surabaya.
Penelitian ini menggunakan metode regresi linier berganda. Teknik
pengambilan sampel dalam penelitian ini mengunakan sampling purposive.
Sampel yang digunakan penelitian ini sebesar 100 responden. Karakteristik
sampel yaitu mengerti dan mengetahui serta pernah berkunjung pada The
Body Shop Galaxy Mall Surabaya.Hasil penelitian menunjukkan bahwa
Store image berpengaruh positif terhadap purchase intention. Store
atmosphericsberpengaruh positif terhadap purchase intention. Store
theatrics berpengaruh positif terhadap purchase intention.
Kata Kunci:store image,store atmospherics,store theatrics, purchase
intention, The Body Shop
